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The booming market economy led to the real estate industry, the real estate 
industry has become the national economy the important component of real estate as 
a special commodity, it is life an indispensable part, so the need for real estate 
investment more attention to the research, in order to guarantee the real estate 
industry healthy and stable development. This thesis in the market demand in Harbin  
City  District real estate projects –Tian Yi Lan Wan for the specific case, the market 
marketing strategy analysis research. In order to make the Harbin  City Da  real 
estate projects –Tian Yi Lan Wan in the fierce competition in the market tide in the 
sustained and healthy development and growth. 
    This paper is based on the analysis of Tian Yi Lan Wan project marketing go 
from the perspective of the market. The first chapter is mainly about the background 
and significance, research ideas, research methods and innovation are introduced; the 
second chapter introduces the related theory of marketing, the market marketing 
theory and STP theory, as the theoretical basis of the article; the third chapter 
analyzes the marketing environment of Harbin City, through the external marketing 
environment investigation of Harbin City, policy, economy, real estate development, 
investigation and analysis of the real estate market; through the analysis of the basic 
situation of the internal marketing environment survey of key elements of 
competition of the real estate industry and global competitiveness through the garden 
project; Tian Yi Lan Wan project analysis of project leadership, product, brand, 
marketing force, described the execution and resource capacity; and the global 
garden project SWOT analysis; the fourth chapter Harbin Tian Yi Lan Wan project 
target market positioning in the marketing strategy selection,, STP strategy, product 
strategy, price strategy, channel strategy, promotion strategy Through the Harbin 
Tian Yi Lan Wan project product, price, channel promotion to investigation, 














marketing personnel quality is not high; the fifth chapter The marketing strategy of 
Harbin City Tian Yi Lan Wan project implementation suggestion,; implementation, 
through the establishment of marketing management brand "three" strategy and 
improve the marketing staff execution. In order to make the Harbin Tian Yi Lan Wan 
project to promote the marketing, to create more economic benefits for enterprises. 
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